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Walaupun konsep penjenamaan dalaman semakin popular bagi menyelaraskan gelagat 
jenama pekerja, tidak banyak yang diketahui bagaimana amalan penjenamaan 
dalaman  memberi kesan kepada gelagat pekerja ke atas jenama organisasi.  
Kekurangan kajian di dalam bidang ini juga telah menghadkan pemahaman ke atas 
apakah gelagat pekerja yang bersesuaian yang boleh menyumbang kepada prestasi 
jenama sesuatu organisasi.  Oleh itu, kajian ini bertujuan untuk menghubungkan 
perhubungan antara amalan penjenamaan dalaman (iaitu pengetahuan jenama, 
pimpinan jenama dan ganjaran jenama) ke atas gelagat kewarganegaraan jenama 
pekerja.  Berpandukan Model Stimulus-Organisma-Tindakbalas kajian ini juga cuba 
untuk menguji peranan pengantara komitmen jenama ke atas hubungan asal.  288 
pekerja dari 12 hotel di utara Malaysia iaitu Perlis, Kedah dan Pulau Pinang 
merangkumi penarafan tiga ke lima bintang telah melibatkan diri dalam kajian ini.  
Dua bahagian analisa regresi telah dijalankan.  Bahagian pertama berkaitan model 
utama khusus bagi menjawab hipotesis utama manakala bahagian kedua dijalankan 
khusus bagi menjawab sub-hipotesis bagi perhubungan antara dimensi bagi setiap 
pembolehubah.  Kajian ini mendedahkan bahawa pengetahuan jenama, pimpinan 
jenama dan ganjaran jenama mempunyai perhubungan yang positif signifikan dengan 
gelagat kewarganegaraan jenama dan juga komitmen jenama.  Bagaimanapun, 
komitmen jenama hanya menjadi pengantara separa terhadap perhubungan antara 
pengetahuan jenama dan pimpinan jenama dan pengantara penuh bagi perhubungan 
antara ganjaran jenama dan gelagat kewarganegaraan jenama.  Ujian ke atas sub-
hipotesis mendedahkan bahawa maksud jenama, tanggungjawab menyampaikan janji 
jenama, pimpinan jenama transformasi dan ganjaran jenama mempunyai perhubungan 
yang positif signifikan dengan gelagat memberi pertolongan dan pembangunan-
jenama-kendiri. ‘Sportsmanship’ pula dipengaruhi oleh pimpinan jenama transaksi 
dan transformasi dan juga ganjaran jenama manakala ‘brand endorsement’ 
dipengaruhi oleh pimpinan jenama transaksi dan ganjaran jenama.  Pematuhan jenama 
menjadi pengantara separa ke atas perhubungan antara ganjaran jenama dengan 
‘sportsmanship’ manakala penglibatan jenama menjadi pengantara separa ke atas 
perhubungan antara (1) pimpinan jenama transformasi ke atas gelagat memberi 
pertolongan (2) maksud jenama dan pimpinan jemana transformasi ke atas 




Katakunci: Gelagat kewarganegaraan jenama, penjenamaan dalaman, 













Despite the growing popularity of the concept of internal branding in aligning 
employees’ brand behavior, little is known on how internal branding practices affect 
employees’ behavior toward the organization’s brand.  The dearth of research in this 
field also limits the understanding of what is the appropriate employees’ behavior that 
could enhance their organization’s brand performance.  Therefore, this study attempts 
to link the relationship of internal brand practices (namely brand knowledge, brand 
leadership and brand rewards) on employees’ brand citizenship behavior.  Built based 
on Stimulus-Organism-Response Model, this study also attempts to test the mediation 
role of employees’ brand commitment on the initial relationship.  288 employees from 
twelve hotels in northern region of Malaysia in Perlis, Kedah and Penang consisted of 
three to five star rating participated in this study. Two parts of regression analyses 
were conducted.  The first part dealt with general model specifically to answer the 
main hypotheses while the second part specifically conducted to answer sub-
hypotheses of relationship between dimensions of each variable.  The findings 
revealed that brand knowledge, brand leadership and brand rewards have a significant 
positive relationship with brand citizenship behavior as well as brand commitment.  
However, brand commitment only partially mediates the relationship between brand 
knowledge and brand leadership on brand citizenship behavior and fully mediate the 
relationship between brand rewards on brand citizenship behavior.  The test of sub-
hypotheses revealed that brand meaning, responsibility to deliver brand promise, 
transformational brand leadership and brand rewards have a significant positive 
relationship with helping behavior and self-brand-development.  Sportsmanship is 
influenced by transactional and transformational brand leadership and brand rewards 
while brand endorsement is influenced by transactional brand leadership and brand 
rewards.  Brand compliance partially mediates the relationship between brand rewards 
on sportsmanship while brand engagement partially mediates the relationship of (1) 
transformational brand leadership on helping behavior and (2) brand meaning and 
transformational brand leadership on self-brand-development.               
 
 
Keywords:  Brand citizenship behavior, internal branding, employee branding, 
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This chapter provides basic information about the present study.  This chapter begins 
with a discussion of the background as well as the issues of the study.  Next, problem 
statements that lead to the urgency of this study are discussed. This is followed by 
objectives and research questions, significance, and scope of the study.  Finally, 
definition of key terms used in this study as well as organization of the thesis is 
presented at the end of this chapter.   
 
1.1 Background of the Study 
 
Brand management is nothing new for most organization.  Brand is synonymous with 
intangible asset to organization, which strong brand could leverage consumption 
behavior, premium price and customer loyalty as well as gained reputable image and 
competitive advantage (Keller, 1993).  As a result, most brand management literatures 
exclusively focus on customer-based branding that lead to development of Customer-
Based Brand Equity (CBBE) theory (Keller, 2001).  In line with such development, 
practitioners had structure their marketing program around building and preserving 
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